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Abstract 
A marketplace in a social networking website is 
called “social networking marketplace”. It has 
become one of important channels to establish 
transactions between buyers and sellers on the 
Internet. However, how to persuade a buyer to 
purchase products or services from a seller in this 
type of marketplace is still unclear. The aim of this 
study was to explore trust signals or features of 
trust in social networking marketplace in order to 
discover quality factors affecting trust in a seller. 
Analytical techniques were applied on the collected 
data to develop an appropriate set of categories of 
factors affecting trust in a seller in a social 
networking marketplace. The analysis was based 
on data collected in Thailand.  
 
Introduction 
In these past few years, online social networking 
has become one of the most popular applications 
on the Internet. According to a small world 
phenomenon [1], members of social network sites 
or SNS have increased rapidly. Facebook.com, for 
instance, has more than 400 million active users 
[2]. Myspace.com alone has grown from 5 million 
user accounts in 2004 to astonishing 20 million 
accounts in 2005 [3]. Some internet users join 
social network sites with several reasons beside 
entertainment related ones. Those reasons include 
searching alliances for business [4] and moving 
forward from a typical social network site to a 
social networking marketplace.  
Social network sites or SNS refers to web-based 
services that integrate three activities [5]. First, 
they allow individuals establish their public 
profiles. Second, a list of other nodes with which 
they share a connection is articulated. Third, nodes 
can traverse and view their list of connections. 
Furthermore, some SNS continuously implement 
superb exciting features such as social networking 
games and electronic-marketplace. However, how 
sellers persuade buyers to establish transactions in 
their social networking marketplace without 
communicating face to face is still unclear. 
In our previous study concerning assessing 
trustworthiness of a social networking marketplace 
[16], we focused on two features of a social 
networking marketplace which were 1) number of a 
seller’s node of friends and 2) a seller’s displayed 
profile and Users’ attitude towards buying and trust 
in a seller were measured. In this study, we had the 
main objective to further discover quality factors of 
a social networking marketplace that can affect a 
buyer’s trust in a seller. 
This paper is organized as follows. Literature 
background is introduced in the next section. 
Research methodology including research 
instrument development, data collection, data 
analysis and discussion of the results are presented 
in Section 3. And, finally, conclusion is presented 
in Section 4.  
 
Literature background 
This section provides substantially foundation and 
definitions. Social networking sites, trustworthiness 
and trust in a seller are explained consecutively.  
 
Social Networking Sites (SNS) 
A social network is a network of people. Social 
networking sites mostly have some basic features 
and techniques such as network of friend’s listings, 
users’ profiles and media uploading [6]. Social 
networking sites have more and more been 
integrated into our everyday lives including 
business related activities. SNS with nodes of 
buyers and sellers who try to conduct business 
transactions are called social networking 
marketplaces.  Examples of social networking 
marketplaces are Facebook.com, as shown in 
Figure 1, and Overstock.com, where they provide 
electronic buyer/seller marketplace. The main 
difference between social networking marketplaces 
and regular electronic marketplaces is a number of 
friend’s listings provided in social networking 
marketplaces. According to Boyd [5], social 
networking sites allow individuals to establish their 
public profiles.  
 
Number of a user’s node of friends is a feature that 
presents how many nodes that user is connected 
and might increase level of trustworthiness of that 
user (as a seller) in social networking marketplace. 
However, in social networking marketplace, this 
feature is kept out of sight. In Facebook.com, for 
example, this number of a user’s node of friends is 
clearly presented on its regular pages. However, 
this is not also true for Facebook.com social 
networking marketplace section. Buyers have to 
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“dig down” more on sellers’ profile in order to 
notice this number of a seller’s node of friends. 
Auction.overstock.com also has the same problem. 
 
Another feature of SNS is a seller’s displayed 
profile. Users of SNS may select their real life 
photos, cartoon characters, symbols or any images 
to represent themselves in their profiles. This 
representation is called “avatar”. In other words, 
avatars are used to reflect individuals’ 









Trustworthiness is an attribute of someone or 
something that is the object of trust [8]. Hence, 
trust is an act of a trustor. Trust and trustworthiness 
are logical connected.  Solomon and Flores [9] 
stated that “I trust in [an object] because it exhibits 
characteristics that signal its trustworthiness to me”. 
This paper investigated two possible signals of 
trustworthiness of a social network marketplace, 
number of a seller’s node of friends and a seller’s 
displayed profile. 
 
In Web 2.0 environment which connect people and 
allow people to publish user generated contents, 
users might establish Internet cues/signals in order 
to convey trustworthiness to nodes on SNS 
websites [8]. In the context of social networking 
marketplace, sellers might implement Internet 
cues/signals to persuade buyers to establish 
transactions. 
  
Trust in seller 
A definition of trust invokes several aspects, 
depending on application domains. In a general, 
trust is defined as “a strong belief in the honesty, 
goodness of someone or something” [10], or as 
“confidence in or reliance on some quality or 
attribute of a person or thing, or the truth or a 
statement” [11], or “the willingness of a party to be 
vulnerable to the actions of another” [12]. Pavlou 
and Gefen [13] stated that “we expect that the 
characteristics of sellers whom a buyer transacted 
with affects trust in community of sellers.” In other 
words, the buyer’s evaluation on expertise and 




The aims of this study were to investigate: 
1) What were quality factors of social networking 
marketplace that affect a buyer trust in a seller? 
2) What were the priority orders of those quality 
factors? 
In order to answer these two research questions, an 
empirical study was conducted. We collected data 
from Internet users in Thailand in 2010.  
 
This study attempted to explore and discover 
quality factors of social networking marketplace 
that affect trust in a seller. It required a study in an 
exploratory approach. These quality factors of 
social networking marketplace were expected to be 
trust signals of a seller which induce trust and then 
persuade a buyer to make a decision to purchase 
products or services in social networking 
marketplace. Social networking marketplace 
owners might add these quality features in order to 
increase trustworthiness of their sites. This study 
began with the identification of features or 
attributes associate with trust in social networking 
marketplace websites in the first stage of the study. 
These features or attributes were utilized as input 
for the second stage of the study attempting to 
categorize quality factors of social networking 
marketplace. 
 
In the study, we investigated the attributes and trust 
related factors of social networking marketplace by 
following three alternative methods: intuitive, 
theoretical, and empirical approach. Intuitive and 
theoretical approaches were chosen for the first 
stage of the study. The identification of quality 
features or attributes were based on researcher’s 
experiences, interviewing with an expert internet 
user and literature review. In the second stage, an 
empirical approach was engaged in order to 
categorize the features associated with trust in 
social networking marketplaces from the first stage 
transformed into trust-related quality factors. The 
data collection and analyses were crucially 
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First stage 
The main objective of this first stage was to 
propose initial features or attributes affecting trust 
in a seller in social networking marketplace. 
Literature review and interviewing approaches 
were used in this stage. Table 1 presented 34 initial 
features or attributes related to trust in a seller in 
social networking marketplace and their sources.  
 
 
Table 1: Summary of plausible features/attributes affecting trust in a seller in a social networking marketplace 
website 
No. Features Meaning Source 
1 Contact address Providing a seller's contact address [15] 
2 Birthday Providing a seller's birthday [15] 
3 Relationship status Providing information concerning a seller's relationship 
status Interview 
4 Family member Providing information concerning seller’s family [15] 
5 Profile photo Providing a seller's displayed profile [15],[16] 
6 Gender Providing a seller's gender [15] 
7 Status message Providing information concerning what a seller is doing 
at the moment [15] 
8 Education and work info. Providing information concerning a seller's education and 
work [15] 
9 Interested in Providing information concerning a seller’s interests Interview 
10 Political views Providing information concerning a seller's political 
opinion [15] 
11 Religious views Providing information concerning a seller's religious 
opinion [15] 
12 Favorite quotations Providing a seller's favorite quotations Interview 
13 A number of sellers’ friend of lists Providing a number of seller's nodes of friends [16] 
14 Mutual friends of a buyer Providing a number of seller's nodes who are a buyer's friends Interview 
15 Like function Providing "like" information to a seller's products/services Interview 
16 Reward point System administrator provides rating score to a seller Interview 
17 Comments of others A seller receives comments from others [15] 
18 Comments of a buyer's friends A seller receives comments from a buyer's friends [15] 
19 Comment of a seller's friends A seller receives comments from a seller's friends [15] 
20 User Galleries A seller posts pictures [15] 
21 Link A seller provides links to other websites [15] 
22 Message on wall A seller posts general statements or message [15] 
23 User forums Providing a web board [15] 
24 Multimedia content A seller posts video clips [15] 
25 Events Providing information about special events such as 
special/discount price for buyers Interview 
26 Transaction summary Providing information concerning a seller’s transactions Interview 
27 Third party assurance Providing third party assurance given to a seller [17] 
28 Accuracy of content Providing accurate information on the website [17] 
29 Picture of product Providing images of a product [17] 
30 Price Providing product prices [17] 
31 Shipping policy Providing shipping policy [17] 
32 Payment policy Providing payment policy [17] 
33 Return policy Providing return policy [17] 
34 Reason why a seller wants to sell Providing reasons why a seller wants to sell products/services Interview 
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Second Stage 
A self-report questionnaire was created for the 
second stage of the study. The questionnaire survey 
consists of two parts. The first part incorporates 
four personal information questions: two questions 
for demographic data, which are 1) gender and 2) 
age; two questions for involving in respondents’ 
usage about shopping online and surfing social 
network websites: 3) frequently shopping online, 4) 
frequently surfing social network websites. 
 
The second part of the questionnaire consisted of 
34 trust related features in a social networking 
marketplace websites derived from the first stage of 
the study. The subjects were asked to rate the 
importance of each feature toward their trust in a 
seller when they notice these features on a seller’s 
website using 9-point scale from most importance 
to their trust in a seller (9) to least importance to 
their trust in a seller (1).  
  
Data Collection 
The data in this study were collected from 
self-reported questionnaires. 120 questionnaires 
were collected, using a convenience sampling, 
from internet users in Bangkok in 2010. Ten 
responses were discarded because they did not 
provide the answer for the second part. 
Furthermore, seven subjects were also discarded 
because they provide the same answer for every 
question, leaving 103 respondents presented in 
Table 2.  
 
Table 2: Summary of respondents’ demographic 
information 
Demographics Distribution 
Gender 36.9%  male, 
63.1%  female 
Age 16.5%  16-20 years old, 
37.9%  21-25 years old, 
29.1%  26-30 years old, 
10.7%  31-35 years old, 




36.9%  never  
44.7%  less than once per month 
14.6%  at least once per month  
       but not every week 
3.8%   at least once per week  




5.8%   never  
3.9%   less than once per month 
8.7%   at least once per month  
       but not every week 
14.6%  at least once per week 
       but not every day 
66.0%  every day 
 
As presented in Table 2, our samples were mostly 
female. 37.9% of them were 21-25 years old. 
36.9% of them never purchase products or services 
on the Internet. 44.7% of them bought products or 
services less than once per month. Most of them 




The exploratory factor analysis was applied to 
access the underlying categories of factors 
affecting trust in a seller in social networking 
marketplace websites. In order to confirm that it 
was appropriate to apply a factor analysis on the 
collected data, we used the Kaiser-Meyer-Olkin 
(KMO) index and Bartlett’s sphericity test. The 
KMO index is used as a measure of sampling 
adequacy. Normally, high values of this index, 
values higher than 0.5 and close to 1.0 indicate that 
the factor analysis is appropriate. For our data, the 
KMO index was 0.858 and Bartlett’s test of 
sphericity showed a significance value of 0.000, 
representing that there were significant 
inter-correlations among attributes affecting trust in 
a seller. Both Bartlett’s sphericity test and the 
KMO index confirmed that a factor analysis was 
appropriated for the data obtained. We began with 
submission of all 34 proposed features to a factor 
analysis with principal component extraction. At 
the end of factor analysis procedure, four 
categories emerged with 32 features affecting trust 
in a seller in social networking marketplaces as 
shown in Table 3. 
 
Table 3: Principal component analysis 
Component 
Features 
1 2 3 4 
Family member .880 .147 -.014 .080 
Relationship status .872 .152 -.020 .216 
Religious views .869 .016 .202 .060 
Political views .824 .101 .140 .084 
Birthday .801 .311 -.095 .161 
Favorite quotations .786 .086 .298 .075 
Gender .749 .228 .004 .430 
Interested in .727 .176 .258 .229 
A number of sellers’ 
friend of lists .675 .114 .305 .187 
Profile photo .545 .285 .054 .354 
Status message .482 .425 .041 .442 
event .465 .313 .374 .444 
Third party assurance .459 .300 .257 .123 
Shipping policy .226 .808 .174 .074 
Payment policy .134 .802 .274 .080 
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Component 
Features 
1 2 3 4 
Return policy .012 .737 .092 .175 
Price .356 .720 .246 .226 
Transaction summary -.028 .646 .188 .324 
Picture of product .160 .646 .428 .203 
Reason why a seller 
wants to sell .295 .597 .055 .167 
Accuracy of content -.033 .567 .482 .178 
Like function .141 .251 .840 .074 
Reward point -.090 .246 .795 .249 
Comments of a buyer's 
friends .359 .157 .761 .185 
Mutual friends of a 
buyer .557 .081 .655 .050 
Comments of others -.025 .085 .638 .482 
Component Features 
1 2 3 4 
Comment of a seller's 
friends .385 .192 .606 .431 
Message on wall .295 .205 .295 .773 
Multimedia content .303 .372 .117 .758 
User forums .138 .327 .239 .742 
Link .375 .190 .347 .681 
User Galleries .198 .228 .514 .605 
     
 
We assessed the internal reliability of each 
category to ensure that features in each category 
were internally related, using Cronbach’s 
coefficient alpha. As shown in Table 4, the alpha 
values were higher than 0.70. 
 
 
Table 4: Final categories and features with their 
statistical values 
Category No. of factors Mean Std. 
Cronbach's 
Alpha 
Sell information 8 7.78 1.14 0.90 
Shipping policy  8.00 1.30  
Payment policy  8.20 1.19  
Return policy  7.99 1.43  
Price  7.97 1.59  
Transaction 
summary  7.27 1.66  
Picture of 
product  8.04 1.42  
Reason why a 
seller wants to 
sell 
 7.06 1.88  
Accuracy of 
content  7.60 1.42  
Social sharing 5 6.98 1.58 0.93 
Message on wall  7.00 1.67  
Multimedia 
content  6.96 1.85  
User forums  6.94 1.66  
Link  6.89 1.97  
User Galleries  7.06 1.79  
Social context 6 6.60 1.75 0.90 
Like function  6.88 1.97  
Reward point  7.21 1.87  
Comments of a 
buyer's friends  6.34 2.32  
Mutual friends 
of a buyer  5.73 2.40  
Comments of 
others  7.09 2.15  
Comment of a 
seller's friends  6.27 2.14  




information 13 6.15 1.85 0.94 
Family member  5.78 2.60  
Relationship 
status  5.76 2.90  
Religious views  4.93 2.50  
Political views  4.78 2.53  
Birthday  6.29 2.60  
Favorite 
quotations  5.50 2.44  
Gender  6.83 2.21  
Interested in  5.95 2.32  
A number of 
sellers’ friend of 
lists 
 5.73 2.31  
Profile photo  7.59 1.75  
Status message   7.13 1.90  
Event  6.86 2.06  
Third party 
assurance 
 6.49 2.03  
 
Discussion of the results 
According to Table 3 and 4, the factor analysis 
procedure revealed that there were four categories 
of features affecting trust in a seller in social 
networking marketplaces. The first category, Sell 
information, concerns with information related to a 
seller’s product or services provided to potential 
buyers. This category consists of eight features: 
Shipping policy, Payment policy, Return policy, 
Price, Transaction Summary, Picture of product, 
Reason why a seller wants to sell, and Accuracy of 
content. The second category, Social Sharing, deals 
with a seller’s interaction in social network 
marketplace and consists of five features: Message 
on wall, Multimedia content, User forums, Link, 
and User galleries. A seller might setup a forum for 
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discussion about his products or services. A buyer 
might have more trust in a seller after he/she 
explores products/services data via the seller 
forums. Furthermore, a seller can provide useful 
links for potential customers to explore for more 
details from external websites about the products or 
services offered in a seller’s website. In other 
words, a buyer would believe in the honesty of a 
seller for revealing sources of information about 
products or services. The third category, Social 
context, deals with social network basic features. It 
consists of six features: Like function, Reward 
point, Comments of a buyer’s friends, Comments 
of others, and Comment of a seller’s friends. The 
last category, Personal information, concerns with 
a seller’s personal information and consists of 
thirteen features: Family member, Relationship 
status, Religious views, Political views, Birthday, 
Favorite quotations, Gender, Interested in, A 
number of sellers’ friends of lists, Profile photo, 




This study was conducted to answer two research 
questions: 1) What were quality factors of social 
networking marketplace that affect a buyer trust in 
a seller? And 2) What was the priority order of 
those quality factors? Based on the data collected 
in Thailand, we concluded that there were four 
quality factors affecting trust in a seller in social 
networking marketplace. Those factors were: 1) 
Sell information, 2) Social sharing, 3) Social 
context, and 4) Personal information. The most 
important factor was Sell information. Thus, a 
seller should provide information such as Shipping 
policy, Payment policy, Return policy to potential 
customers. Furthermore, Social sharing and Social 
context could as well have important effects on 
trust in a seller. A seller might use social network 
context in order to communicate trustworthiness to 
potential customers which could lead to sales of 
products or services. The last important is Personal 
information. However, this category had the least 
importance among all four categories of features.  
 
Social networking marketplace allows a seller to 
exploit features of SNS in order to make more 
sales. The findings from this study can be utilized 
as guidelines for increasing trust in a seller in social 
networking marketplace by carefully manage 
information concerning these trust related factors. 
A seller may want to set up a perfect social 
networking marketplace websites with all trust 
signals conveying from a seller to potential buyers. 
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